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Explore Minnesota 
Agency Overview



Explore Minnesota

ÅWHO WE ARE As the stateôs tourism promotion office, Explore Minnesota pursues an 
entrepreneurial approach, leveraging the stateôs tourism investment with increased involvement 
by the private sector. A council of representatives from the stateôs tourism industry strongly 
connects Explore Minnesota with tourism businesses and organizations. 

ÅVISION To elevate Minnesota as a premier travel destination through results-driven, innovative 
destination marketing. 

ÅMISSION To inspire consumers and facilitate their travel to and within the state of Minnesota. 

ÅEQUITY STATEMENT Explore Minnesota is committed to honoring the value and dignity of all 
individuals. Through our work, we pledge to foster an environment that respects diversity, 
inclusion and accessibility, so that all who travel here feel welcome. 
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Spring Summer 2020

Original Plan



Strategy / 
Audience

Strategy: 

Increase travel to & within the 
State of Minnesota.

How: 

ÅBuild on the success of 
#OnlyinMN ïallowing it to 
punctuate ñTrue Northò

ÅDisplay a balance of 
signature tourism offerings, 
new attractions, and hidden 
gems.

Audiences

ÅCultural Explorers & 
Spontaneous Adventurers

ÅLooking for unique and 
diverse experiences 

Å(culture, outdoors, 
sports, retail, dining, 
entertainment)

ÅLive life to the fullest

ÅEducated, health oriented

ÅKey Characteristics

ÅAdults 25+ (average 
age 49)

ÅFamilies with two 
kids under 18 YO

ÅHHI $106K



TARGET MARKETS - 2020

75%

ADDING:
Å Lincoln, NE
Å Indianapolis

ADDING:
Å Lincoln, NE
Å Indianapolis, IN





Display Ads / Find Your True North



COVID -19 Strikes



Recovery Strategy
We donôt yet know how long it will be before travel will be  

advisable or palatable for most travelers - the objective of this  

campaign is to help kickstart our local economy at a time when 

people will be aching to get out and be active.

OBJECTIVE: Convey gentle optimism and get people to 

consider travelingagain.

This campaign will harness the idea of ñMinnesotaspiritò ïour 

determined nature, our pride in being part of the solution, and our

collective belief that we can get through anything together. 

Minnesotaôsbounty of open spaces  and outdoor experiences can 

help restore a sense of comfort to our  livesïand we donôthave to

travel very far.

K E Y IDEAS:

Weôll get through this together. 

Weôre ready when youôre ready.

AUDIENCE:  MASS AWAR E N E S S

Adults 25+, 500 Mile Radius of MN 



Message Map

WHAT EMOTIONAL NEED ARE WE MEETING?

Themes
Recovery: We will overcome.      Relief: Find comfort outside.     Rediscovery: Return to all the activities you love.       Reconnection: ²ŜΩǊŜ ōŜǘǘŜǊ ǘƻƎŜǘƘŜǊΦ   

May June July Aug Sept Oct Nov Dec

Summer 
Relief

Fall
Rediscovery

Transitional
Recovery

Winter
Reconnections

PR 

phases
(1) Close to Home (2) Travel within the State (3/4) New Normal/Welcome Back







#ExploreMNAgain 



EMT Grants, Coops 

and Website 

Opportunities



Impact of 
COVID -19 
on 
Minnesota 
Leisure and 
Hospitality

Å Travel spending in Minnesota decreased $7.1 billion in 2020.

Å Leisure and hospitality employment down 27% in 2020, to an estimated 202,000 
jobs.

Å 2020 leisure and hospitality employment losses by sector:

Å Food & drink -23%

Å Accommodations -37%

Å Arts, entertainment and recreation -36%

ÅMinnesotaôs 2020 statewide lodging occupancy rate was down 42% year over 

Å The Minneapolis-St. Paul market was hit especially hard, with a 2020 
occupancy decrease of 52% 

Å The latest forecast of 2020 international travel to Minnesota shows an 80% 
year over year decrease, with a return to pre-pandemic levels forecast for 
2024 or later.

Sources: Tourism Economics, Weekly Covid Impacts - MN - Jan 20; Minnesota Department of 
Employment and Economic Development, Current Employment Statistics (CES) as of 1/24/2021; 
Tourism Economics, International State Travel (IST)



Tourism 
Crisis 
Grants



EMT Cooperative Marketing 

ÅEMT provided $766K to communities in co-op program

ÅPhase I (Jul.-Dec. 2020): $431,800

ÅPhase II (Jan.-Jun. 2021): $335,000

ÅExplore Minnesota creates cooperative advertising and marketing opportunities with 
vendors for Minnesota tourism businesses and communities by buying down 
participation fees

ÅDeeper discounts and wider variety of programs available

ÅPrograms serving hundreds of businesses statewide



Website 
Opportunities

FREE enhanced business listings on exploreminnesota.com

Available to all tourism related businesses statewide

6,685 businesses participating

Over 466,000 referrals from exploreminnesota.com to tourism business 
websites (since Feb. 2020)

FREE consumer leads for eligible destination marketing 
organizations/communities (since Apr. 2020)

56 participating communities

56,000 consumer leads generated requesting travel information from 
partners



Tourism 
Conference

ÅTraditionally held in late winter as an in-person 
conference with attendance around 350 people

Å2021 Tourism Conference will be held virtually, 
Mar. 2-3

ÅAgency investment of $75K allows this conference 
to be FREE and open to all tourism businesses 
and organizations statewide

ÅProviding educational presentations by industry 
leaders in the areas of tourism marketing, 
research, diversity and destination development

ÅFocused on actionable steps you can take now 
and planning to rebuild the tourism economy for 
Minnesota



Fall Campaigns



Fall Niche ðDog Lovers

Å9/1 ï11/1

Å500-mile radius of MN  
(excluding Canada)

ÅNew :06 video

ÅDisplay, social, native, SEM

ÅEngagement through dog 

influencers on Instagram



Å9/1- 11/1

Å500-mile radius of MN (excluding Canada)

ÅNew :06 video

ÅDisplay, social, native, SEM

ÅRoad-Tripôn Bingo

ÅBingo cards for all 5 regions

ÅFeatured items can be viewed from the  
car or from a safe distance of others

ÅPrinted cards will be available at EMT  
Welcome Centers and affiliate Welcome  
Centers ïdigital cards at 
exploreminnesota.com/bingo

Fall Niche ð
Family Road Trippers





Gratitude Messaging




